INTRODUCTION
Globalization is increasingly integrating the economies and the societies of the world. Now, products created in one nation are often marketed to a wide range of international consumers. Similarly, the rapid diffusion of online media has led to an increase in cross-border interactions on both a social and a professional level. Differing cultural expectations, however, can result in miscommunications within this new paradigm of global discourse. Individuals working within this international framework therefore need to understand the process of localization in order to operate more effectively under such a global paradigm. This paper overviews localization, why it is important, and how it might affect professional activities in the future.
BACKGROUND
To understand localization, one must first understand how rhetoric, or the way in which information is presented, can vary along cultural lines. The idea works as follows: Each culture has its own set of rhetorical expectations, or conditions, for how to convey ideas effectively (Kaplan, 2001; Woolever, 2001) . If one presents information in a way that meets the rhetorical expectations of a particular group, then group members will be more inclined to consider that information credible or usable (Bliss, 2001) . If one presents information in a way that fails to address a group's rhetorical expectations or that conflicts with those expectations, then the group will view that information as noncredible and will be less inclined to use it. Moreover, if noncredible messages are associated with a particular product, audiences might consider that item as not worth purchasing or using (Ulijn & Strother, 1995) .
Just as cultures have different rhetorical expectations, information considered credible and effective by one cultural group might be deemed suspect or unusable by another (Kaplan, 2001; Ulijn & St.Amant, 2000; Woolever, 2001) . Language is perhaps the most obvious factor related to credibility in cross-cultural exchanges. If one wishes to develop informative materials for another culture, then concepts must be presented in the language used by that group. That is, if one wishes to target information for an audience in France, one should use the French language when presenting ideas.
Using the correct language, however, is often not enough, for cultural groups can have different norms for how ideas should be expressed within a language (Bliss, 2001; Driskill, 1996; Kaplan, 2001; Ulijn, 1996) . These expectations, moreover, often reflect deep-seated cultural values or societal rules (Ferraro, 2002; Neuliep, 2000) . As a result, it can often be difficult for the members of one culture to anticipate the rhetorical expectations another cultural group associates with a credible presentation.
Some cultures, for example, tend to prefer more linear/ focused presentations in which facts, connections between ideas, and conclusions are explicitly stated (Campbell, 1998; Ulijn & St.Amant, 2000) . Other cultures, however, might prefer more indirect and seemingly circular presentations in which individuals seem to go off on tangents, insert seemingly "random" historical examples, or avoid directly stating facts or conclusions (Campbell, 1998; Ulijn & St.Amant, 2000; Woolever, 2001) . These variations can lead to misperceptions or confusion when different cultural groups interact. Ulijn and St.Amant (2000) , for example, note that many Western cultures prefer a more direct presentation of information, while many Eastern cultures use a more indirect approach when sharing ideas. As a result, the indirect style used by Eastern cultures is often viewed as "shifty" by Westerners who expect presenters to "get to the point." (In such cultures, a lack of directness equals "dishonesty.") Conversely, many Easterners tend to view the direct presentation style of Western cultures as "rude," for by directly stating information, an individual is patronizing or talking down to the audience. In such cases, by failing to address the rhetorical expectations of the "other" culture, individuals unknowingly undermine their own credibility in cross-cultural exchanges.
Another interesting factor is that cultural rhetorical expectations are not restricted to verbal presentations. Rather, they also affect how different groups perceive and respond to visual displays. As a result, the physical appearance of an object, can differ from country to country. For example, the cultural expectations of what features an item-or visual representations of an item-should possess can differ from country to country. Such differences can affect how audiences perceive the credibility and the acceptability of visual displays (Kamath, 2000; Lustig & Koester, 1999; Neuliep, 2000) .
For example, the perception of a mailbox being a metal or wooden box that sits atop of a post and that has a red flag on the side of it is, essentially, an American one (Gillette, 1999) . In other cultures, a mailbox might be a small door in a wall or even a cylindrical metal container that resembles an American fire hydrant. These design discrepancies could then cause confusion when using images to share information across cultures. Consider the following situation: International users come to a Web portal and expect to find a "mail" function. To address this expectation, the portal's creators have included an "access mail" icon into the portal's design. The image used for this icon, however, is an American-style mailbox. Unfortunately, this choice of image renders that depiction unrecognizable to users from different cultures-cultures in which mailboxes have very different characteristics. Those individuals might then consider the associated Web portal noncredible, for they perceive it as lacking a key design feature expected of credible Web portals. In this way, cultural differences in visual expectations can affect entire sites that use a particular kind of image.
Moreover, the presence or absence of a single design aspect or feature can be enough to affect the credibility of an image or of an overall Web site. In some cases, cultures can associate different meanings with the same color (Conway & Morrison, 1999; Ferraro, 2002) . These associations could thus affect how individuals from different cultures perceive the meaning of a particular image. In the United States, for example, a blue ribbon usually indicates a winner (first place), whereas the same color ribbon in the United Kingdom often indicates second place (in the United Kingdom, a red ribbon is used to signify "first place/winner"). The different associations related to the color blue could affect how Americans vs. Brits perceive a "blue ribbon product" (first rate vs. second rate). In terms of Web design, one might consider how the blue ribbon image associate with the Electronic Frontier Foundation's (EFF) Blue Ribbon Campaign for Free Speech Online-an icon proudly displayed by many U.S. Web sites-could affect U.K. users' perceptions of the quality of information found on such sites (second-rate information).
The various expectations cultures can have for visual and verbal communication can markedly affect the success of cross-cultural exchanges. For these reasons, individuals can greatly benefit from practices that address cultural rhetorical differences on both a verbal and a visual level. Localization is a process dedicated to addressing such differences by revising or developing materials in a way that meets the communication expectations of different cultures.
MAIN THRUST OF THIS ARTICLE
Localization is a process in which professionals design or revise materials to meet the rhetorical expectations of a particular cultural group (Esselink, 2000; Yunker, 2003) . Often abbreviated as L10N (for the 10 letters between the "L" and the "N" in "localization"), localization generally involves one of two processes. In both cases, a company or organization wishes to share information with different cultural audiences. The time at which such international sharing takes place, however, affects the tasks of the localizer and the overall process.
In the first scenario, the localization process begins with the creation of original source materials, which are items designed for audiences from a particular cultural group (Esselink, 2000; Yunker, 2003) . In such cases, an organization initially creates a product for a particular cultural audience. Both the product and its related documentation are then designed to meet the rhetorical expectations that culture associates with credibility. Over time, the company decides to market the product in other nations. The design of the original item and its related materials might, however, conflict with the rhetorical expectations of those "other" cultural audiences. It is at this point that localizers are used to redesign the product to make it appear credible to users from those other cultures (Esselink, 2000; Yunker, 2003) . The task of the localizer then becomes a matter of converting information from the rhetorical styles used in source (original) materials to those of a different cultural audience (often known as the target audience).
In performing such "after-the-fact" conversions, localizers often deal with factors of translation (language) and visual design, in terms of both layout and image use. In such cases, the text is often translated into the language of the desired target audience, and visual and design factors are either revised or replaced in order to match the expectations that same audience (Esselink, 2000; Yunker, 2003) . Ideally, this process is a relatively simple "find-and-replace" activity in which items in source materials are replaced with culture specific items for other audiences. Unfortunately, certain factors can affect the ease with which localizers can accomplish such a process.
One of the more interesting problems is text expansion. The idea is that information that can be conveyed with a single word in one language might require multiple words to convey the same meaning in another tongue (Esselink, 2000; Yunker, 2003) . The English-language expression "overtime pay" (two words), for example, is often translated as "remuneration des herues supplementaires" (four words) in French. Even in cases in which a single word is used to convey the same concept in different languages, the length of the related word could vary considerably. The English word help (four letters), for example, can be translated into assistance (10 letters) in French.
This factor of text expansion is important, for it can affect the design of an overall item. Software products, for example, might use drop-down menus to provide access to different program features. These menus, however, are often configured so that their width accommodates the longest line of text in the original source language. The formatting of a drop-down menu might therefore require redesign to accommodate the text expansion needed to insert corresponding information presented in another language. Moreover, changes resulting from text expansion could require individuals to reconfigure an overall interface to accommodate all of the textual features associated with a program (Esselink, 2000; Yunker, 2003) . Similarly, Web site features such as menu buttons or menu options might require redesign to accommodate text expansion. In such cases, the overall size and structure of menu bars or Web pages might also need to be reconfigured to accommodate such changes.
In other instances, the localizer might have to remove or replace certain design features, such as pictures or icons, to address the visual sensibilities of different target cultures (Esselink, 2000; Yunker, 2003) . The removal or replacement of such items, however, might create gaps in the overall interface or change the layout of an interface depending on the size of the images that are removed or replaced. As a result, the overall layout of the item might need to be redesigned to accommodate such changes. Additionally, the expectations of a target culture might be so different that creating a localized item involves an entire redesign of an overall product. These factors are only made more complex as after-the-fact localization is often done on relatively tight schedules and with limited budgets. In such cases, localizers often find themselves balancing issues of quality with those of cost and time.
In a second and a more ideal situation, localization would take place from the very beginning of a product's development (Esselink, 2000; Yunker, 2003) . In these cases, localizers would do more than simply "revise" source texts created for one specific culture. Rather, localizers would simultaneously generate original source materials for different cultural audiences. Such a process would allow for the simultaneous release of a product into different overseas markets. While such processes seem both time and cost intensive, the quality of the resulting materials would generally be better than items localized after the fact and on a tighter time frame.
Another benefit of simultaneous localization is that localizers might notice design factors, such as the construction of an interface, that would render a particular product less usable (if not unusable) by a certain cultural audience (Esselink, 2000; Yunker, 2003) . The localizer could then present this problem to the designer creating the product. Such consultations allow developers to revise a product during vs. after the initial design process and alleviate many of the problems related to reengineering completed products.
In both scenarios (i.e., after the fact and during development), localization facilitates the flow of information from one cultural group to another by revising materials to meet different rhetorical expectations. While localization practices often focus on products or product related services, localization can be adapted to address processes. Perhaps the most influential reason for such an adaptation is the spread of a production approach known as international outsourcing.
FUTURE TRENDS
In the past five years, global Internet access has grown dramatically-especially in developing nations. China, for example, has seen its Internet use grow from 2.1 million persons in 1999 to nearly 60 million by the end of 2002 (Section IV Survey Results, 2003; Wired China, 2000) . In Africa, the United Nations and private companies have undertaken initiatives to increase online access in specific nations and to the continent in general (Kalia, 2001; Tapping in to Africa, 2000) . In Latin America, Global Crossings Ltd. has completed a project that uses fiber optics to give, "multinational companies the ability to communicate with Latin America as efficiently as with any other region" (Tying Latin America Together, 2001, p. 9). And in Eastern Europe, the number of individuals going online is expected to climb from 17% to 27% by 2006 (IDC Research, 2003) .
This increased global access has prompted many companies to explore different production methods involving online communication technologies. Perhaps one of the most interesting of these approaches is international outsourcing, a process in which organizations use online media to exchange information and electronic products (e.g., software) with employees located in other countries. The benefit of this process is easy access to labor forces in other countries-namely developing nations with skilled technical workers who can provide services for a fraction of what they would cost in industrialized countries. Online media allow these international workers to exchange information directly and quickly with one another and with the company sponsoring a project. This speed and directness also mean that • Different parts of an overall process can be performed simultaneously in different locations, and
• Electronic products (e.g., software) can be forwarded from one location/time zone to another in a manner that would allow work to continue without pause.
Ideally, such processes result in a quality item that can be completed more quickly and at a fraction of the cost it would have taken to produce domestically. These benefits have inspired both private companies and municipal governments to use international outsourcing for everything from computer programming and information technology (IT) work to accounting practices and the staffing of call centers (The New Geography, 2003; Relocating the Back Office, 2003) . Moreover, trends in IT and in demographics indicate that offshoring practices will increase in coming years. (For a more detailed discussion of this topic, see Drucker, 2001; Lui & Chan, 2003.) The key to success in these situations is effective communication. For example, any ignored or misinterpreted information could result in overseas employees performing a process incorrectly. Moreover, the speed with which such processes take place, when combined with the physical and cultural distance separating participants, means that mistakes might go unnoticed until it is too late. Information therefore needs to be conveyed in a way that encourages participants to make use of it. Localization thus becomes an important process, for it increases the chances that outsourcing workers will use essential materials.
Within international outsourcing, localization can take place at two levels. The first level is interface design, and it involves the medium through which individuals interact. In many cases, participants involved in outsourcing come to a central online location (e.g., a company portal or Web page) to collect, present, or exchange information related to a particular product or production process. These interfaces, however, must be designed to encourage use if all involved parties perform their tasks correctly. In these cases, localizers can facilitate the exchange of information by designing interfaces in a way that meets the credibility expectations of different cultures and thus encourages use and information exchange.
The second level of localization application involves how individuals communicate via online media, such as email, chat rooms, and bulletin boards. In these scenarios, participants need to know two important pieces of rhetorical information:
1.
How to draft online messages that recipients from other cultural groups will consider credible and worth responding to. 2.
How to interpret verbal messages constructed according to different cultural rhetorical norms.
In both cases, localizers can provide participants with two communication "cheat sheets" that address these factors. The first kind of cheat sheet would explain how to draft messages that address the rhetorical expectations of other cultural groups involved in the outsourcing process. The second kind of cheat sheet would tell users how to interpret the meaning that individuals from other cultures convey via a particular rhetorical structure. By teaching others how to address rhetorical factors within the communication process, localizers enhance the chances that participants in international outsourcing activities correctly present and interpret information. Such approaches contribute to the success of projects involving outsourcing.
CONCLUSION
The global nature of modern business means that individuals must now consider interactions in terms of international audiences. These audiences, however, can have different expectations of how information should be presented in an exchange. Fortunately, localization can facilitate cross-cultural interactions by converting materials from one cultural rhetorical style to another. While localization has historically dealt with products, the shift to international outsourcing allows localization to address processes as well. Thus, by understanding what localization is and how it works, organizations can increase their successes in a variety of cross-cultural communication situations.
